ABSTRACT
INTRODUCTION
ver the past 100+ years, the discipline of marketing has continued to change and evolve, reflecting the influences of a variety of marketing environmental factors. Similarly, the definition of the discipline and practice of marketing has evolved over time as a reflection of these evolutionary changes. In marketing, there has been a tendency to undervalue the historical perspective in doing research and understanding the role of historical developments in shaping the evolution of this discipline.
The purpose of this manuscript is to provide a chronology of various definitions of marketing, spanning the last century, in an effort to provide researchers, practitioners and all students of marketing with a resource base with which to study the evolutionary nature of the discipline and practice of marketing. The definitions are grouped by decade up/through the last two accepted definitions of marketing according to the American Marketing Association.
A study of marketing involves a consideration of all the business activities which take place in getting goods and services to the consumer, excluding only such activities as involve a significant change in form. It should be noticed at the outset that this is a broad field of study beginning with the primary raw material, which must be placed in the hands of the manufacturer, and then taking the product as it leaves the manufacturer and tracing it to the point where it enters the hands of the ultimate consumer (Phillips, 1938, p. 3) .
The study of marketing involves the study of all the activities included in moving goods and services from producers to consumers. Among these activities may be listed the major marketing functions of selling, buying, traffic management, storage, financing, risk management, and standardization (Barker & Anshen, 1939, p. 3) .
-1950
Business is not merely a game, nor is it solely a means for the private gain of those who engage in it. It is a tool shaped to do a job for society. The social task is to provide -for consumers -the goods and services which they wish to supply them when and where they are wanted and in the manner in which they are desired. A part of its work is to do these things at the lowest possible cost to the consumer in funds or exertion, or both.
There are two essential elements in this process. One is production, or fabrication -the making of merchandise and the preparation of services. The other is marketing -the series of activities which are involved in the flow of goods or services from production to consumption. To be sure, there are other general business activities involved in performing this task, such as financing and record-keeping; but they are incidental to one or both of the two basic processes (Alexander, Surface, Elder, & Alderson, 1940, p. 3).
Marketing consists of those efforts which effect transfers in ownership of goods and services and care for their physical distribution. The marketing process, consequently, involves both mental and physical aspectsmental, in that sellers must know what buyers want and buyers must know what is for sale -and physical, in that goods must be moved to the places at which they are wanted by the time they are wanted.
The need for marketing grows out of the division of labor, particularly as it is manifested in specialized and large-scale production and in the localization of industry. This division, in turn, is due to the diversity of human wants -a diversity which arises not merely from the demand for the prime necessities of life, but from the demand for satisfaction of that far greater number of acquired wants which result from the seemingly limitless possibilities for human beings to expand and develop their desires (Clark & Clark, 1942 , p. 1).
Marketing includes all the activities involved in the creation of place, time, and possession utilities.
Marketing is the business of buying and selling. It includes those business activities involved in the flow of goods and services from production to consumption (Converse & Huegy, 1946, pp. 2-3) .
Marketing is the economic process by means of which goods and services are exchanged and their values determined in terms of money prices. The term "process" implies activity -coordinated groups of activities, in fact, having a definite purpose -the purpose being to move goods from points of production to points of ultimate use, not simply in a physical sense, but in such a way as to facilitate the maximum satisfaction of consumers' wants.
The process of marketing is not spontaneous or automatic but results from conscious effort of a business manager, not only to service existing wants of consumers, but to stimulate new wants. Conversely, from the buyer's point of view, marketing (purchasing) includes all those activities that are necessary for acquiring the ownership or sue of goods from others; but it may, and often does, include conscious effort on the part of the buyer to organize or influence sources of supply so as to achieve an advantage over other buyers, or even to improve his bargaining position with the seller (Duddy & Revzan, 1947, pp. 4-5) .
Business is divided into two parts -production and marketing. Production, in its business meaning, has to do with the creation of goods. Distribution -or marketing -has to do with moving these goods from producersfactories, mines, and farms -into the hands of consumers.
Marketing includes buying, selling, advertising, transportation, and warehousing. The corner grocer, the drug store, the chain store, the department store, the mail-order house, the wholesaler, the railroad, the grain elevator, the milkman, the livestock shipper, and the public warehouse are engaged in marketing (Converse & Jones, 1948, pp. 3-4) .
Consequently, we can define marketing as including all the activities which take place in getting tangible goods to the consumer, excluding only such activities as involve a significant change in the form of the goods (Phillips & Duncan, 1948 , p. 5).
The other is marketing -the series of activities that direct the flow of goods and services from producer to consumer or user.
Marketing is often referred to as "distribution." The term "physical distribution" is sometimes used to designate the activities involved in the movement and handling of goods from the point of production to the point of consumption or use. In general, however, "distribution" is used as a synonym of "marketing" (Alexander, Surface, & Alderson, 1949, p. 3).
-1960
In this book, the term production more specifically means the creation of form utility. Marketing -or distribution -will be used to mean the creation of time, place, and possession of utilities -the transportation and handling of goods and services from the point of production to the point of consumption (Converse, Huegy, & Mitchell, 1952, p. 2) .
Marketing defined: In its commonly accepted usage, the term marketing covers all business activities necessary to affect transfers in the ownership of goods and to provide for their physical distribution. It embraces the entire group of services and functions performed in the distribution of merchandise from producer to consumer, excluding only operations relating to changes in the form of goods normally regarded as processing or manufacturing operations (Maynard & Beckman, 1952, p. 3) .
"Marketing," in a business sense, has a meaning somewhat distinct from its meaning as an aspect of the social order. It is the economic process by means of which goods and services are exchanged and their values determined in terms of money prices. The term "process" implies activity -coordinated groups of activities, in fact, having a definite purpose -the purpose being to move goods from points of production to points of ultimate use, not simply in a physical sense but in such a way as to facilitate the maximum satisfaction of consumers' wants (Duddy & Revzan, 1953, p. 6) .
Marketing defined: In the commonly accepted usage of the term, marketing covers all business activities necessary to affect transfers in the ownership of goods and to provide for their physical distribution. It embraces the entire group of services and functions performed in the distribution of merchandise from producer to consumer, excluding only operations relating to changes in the form of goods normally regarded as processing or manufacturing operations. In a broader sense, the term "marketing" embraces all business activities involved in the flow of goods and services from physical production to consumption (Beckman, Maynard, & Davidson, 1957, p. 4) .
Marketing is the exchange taking place between consuming groups, on the one hand, and supplying groups, on the other (Alderson, 1957, p. 42) .
